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May the promise of the
Christmas story prove

a source of happiness for you
this Holiday Scason and

throughout the coming year.
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LOS ANGELES MEETING

} .

Fred Spadaf

At Lunch

AN open Board of Directors meeting
at the Los Angeles International
Airport Hotel on Ostober 6 attracted
some forty macaroni manufacturers and
suppliers.

Martin Rossman, financlal writer for
the Los Angeles Times, was the lead-off
speaker. He discussed a series of articles
he had recently written on “The Super-
market Revolution” He sald:

e Because of the vast physical ex-
panse of the marketing area, there is
no dominant leader in Southern Cali-
fornla. Safeway, the largest, does be-
tween 10 to 15 per cent of the business,

; e Percentage of profit for retailers
has declined annually, now standing at

1.2 per cent per sales dollar. The re-

taller is interested in dollar profit —

not turnover,

® The battle for shelf space centers
around 1,000 new products offcred an-
nually, requiring the dropping of 200
to 300 items. Almost half of the items
on the shelves today were unknown ten
years ago.

| "« While 7,000 to 8,000 items are car-

ried in the supermarket, profit is de-
termined by only 300.

® Cooperative wholesalers, such as
Consolidated Grocers and Alfred M.
Lewis, Inc., have enormous buying pow-
er, each dolng more than $300,000,000
annually.

® The housewife Is the ultimate judge
of what goes on and stays on the shell.
She is always looking for menu ideas.
36 per cent of her shopping is unplan-
ned. A

A digest of Mr, Rossman's articles be-
gins on page 6.

|

Teamsters Strike Bettled

Ralph H. Hill, president of Alfred M.
Lewis, Inc., large Los Angeles whole-
sale distributors, had to cancel his
scheduled appearance at the meeting
becausc. of a month-long Teamstier's

DecEMBER, 1964
’ . :

to the left, Joe Santl, Jim Winston,
Ernest Scorpelli, Francis DeRocco, ond Marvin Pearlman,

strike which threatened to spread to
major citles across the country. The
Teamsters finally agreed to accept a 40
cent per hour contract package over
the next three years. The contract was
sald to include such provisions as wage
increnses of 12 cents an hour for the first
year; 10 cents for the second year; and
6% cents for the final year. An improv-
ed pension fund including a 5 cent an
hour additlon to the former 10 cent an
hour provision. Health and welfare pro-
gram increases of 1.5 cents per hour and
o new prepaid prescription progrom
adding 1.5 cents an hour to the contract.
Added pay for sick leave and funeral
leave benefits were also included. Under
the old contract, warehousemen's mini-
mum wages were $2.89 an hour with a
maximum of $3.20; drivers made from
$3.30 to $3.70 per hour.

Product Promotion

John Krizek of Theodore R. Sills &
Company reporied on publicity place-
ments and product promoticnal efforts.
Hot off the press was a double-page

John Krizek

Around the Teble (left to right), Hugh Szeghy, Vincent DeDo-
menico, Paskey DeDomenico, Peter Pence, Gene Hassell, Charles
Hoskins, and Al Ravarino,

color feature in Modern Teen (published
in Hollywood) captioned: “Feed the
Gang With a Fab Fall Feast." This was
o color photo release of the National
Macaroni Institute for Beef Sauce on
Noodles served with cut green bean
and onion ring salad, now labeled “Boy
Tested by Modern Teen.”

Recipe Loaflets Popular

The ad for “Spaghelti - Plain and
Fancy” recipe leaflets on page 3 of the
October issue of Practical/Forecast,
teacher edition of Coed, is bringing an
avalanche of orders.

The Sunday supplement, “This
Week," for the week-end of October 10
was nll about 1985 cars. The food fea-
ture by Clementine Paddleford wa:
“Tailgate Picnic." She said: “Picnics no
longer end with the summer, they last
the year around.” And she gave a recipe
for a Macaroni Meal-In-One with
ground beef, tomato sauce and whole
kernel corn packed in a one-gallon
vacuum bottle.

Mr. Krizek then enumerated many
more placements and publishing of pub-
licity releases.

Sprout Damage Danger

Jim Winston warned to watch maltose
tests on durum products for sprout
domage. He observed that sprouting
affects water absorption and creates
drying and cooking problems with more
than usual slough-off in the water.

He commented on instant macaroni
(see page 4, Macaroni Journal for No-
vember), ond announced that he plan-
ned to attend the Eighth Annual Con-
ference of the Food and Drug Adminis-
tration and the Food Law Institute in
Washington, D. C. in November.

Following luncheon, various items of
Associution business were handled. The

(Continued on page 14)
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THE - SUPERMARKET REVOLUTION:

A digest of a series of articles by Martin Rossman, Los Angeles Times staff writer. ..

THE supermarket industry today is
fragile glant — Goliath with a
tendency to head colds. For the mo-
ment, it is in reasonably good health,
ringing up an estimated $40 billion of
the $60 billion American consumers are
spending on food each year. But it's
sitting In a draft,

The chill wind is sweeping in from
Washington where President Johnson
has called for a National Commission
on Food Marketing. The cry for a food
industry investigation was touched off
by what some see as an increasing price
spread between the price a farmer gets
for his product and what the consumer
finally pays for it. Depressed beef prices
have added to the furor. U.S. cattleman
lost an estimated $2.5 billion last year,
and there has been grumbling about
“price manipulation.”

Welcome Investigation

The industry seems ready tn answer
the charges. Most responsible leaders in
the industry say they would "“welcome"
farmation of a commission and n search-
ing look at the entire foods industry.

Sold Robert A. Magowan, president
and chairman of Safeway Stores, to
Warren G, Magnuson, chairman of the
Senole Commerce Committee: “Safe-
way will welcome an objective study
that Is concerned with determining the
facts, We belleve that such an investi-
gation will clear up misunderstandings
of how low-cost distribution is achleved
through modern supermarket merchan-
dising and how it benefits both produc-
ers and consumers.”

Margins Are Small

Other Industry leaders tend to agree.
Claude W. Edwards, president of Alpha
Beta Acme Markets, sald that the in-
creasing price sprend js caused by “a
multitude of things” including increas-
ing labor and operational costs, “taxes
upon taxes” and the consumer's insist-
ent demand for convenlence foods re-
quiring more and more handling, But,
he insists, “margins in the industry are
as small as ever T. A. Von der Ahe,
president of Von's Grocery Company,
goes along with this statement, main-
tnining that food chain average net
profit as a percentage of sales has de-
ciined every year for the past six years
— from 1,44 per cent o 1.2 per cent.

Merle L. McGinnis, director of tlie
food distribution program at the Uni-
versity of Southern California’s School
of Business Administration, probably

sums up iIndustry sentiment on the
pending Investigation:

“The American supcrmarket s a
symbol throughout the world. The In-
dustry contributes more to the improve-
ment of the standard of living than any
other, but It doesn't get the credit, An
Investigation will put the facts on the
record.

“The difference in what the farmer
receives and the consumer pays . . .
accounts for the cost of processing and
converting raw materials into consumer
products. Actually the cost difference
represents added wvalue which makes
raw materials saleable, There has been
considerable value added in the pro-
cessing, preparation and packaging of
the convenlence foods which have cre-
aled a bigger market for many farm
products.”

Housewife Ultimate Judge

One of the most widely repeated
phrases in the supermarket industry
today, whether it applies to a product
or a practice, 1s; “The consumer won't
accept {t!" Who Is this most powerful
force In a $40 billion-a-year industry,
the ultimate judge of what stays on the
shelves? Dr, Ward J. Jenssen, a mar-
keting consultant, sees the “average"
Southern California shopper like this:

She is about 30 years of age, has one
child and gears her shopping to a fami-
ly of between $6,000 and $7,000 a year,
She makes an average of just under two
shopping trips a week, one a major
shopping visit and the other a “fll-in"
She spends an average of $30 a week on
food, representing 22 per cent to 26 per
~ent of the family income,

W'

b

D

The large trip usuelly takes place on :
Thursdoy, Friday or Saturday, She
visits 2.12 supermutlets in a typiral
week, usually within a radius of two
miles of her home, spending just over
30 minutes in the store. She does not B
use a shopping list, Her biggest com- K
plaint is the slow-moving checkstand
line. She also dislikes buying items from 1
displays that are stacked too high and Bl
is prone to select items from displays
that already have n few items missing.

Rise of Convanience Foods

Dr. Jenssen fnds that the shopper
more and more comes into the store
locking for menu ideas. She s also be-
coming very cosmopolitan in her meal
planning and thinks nothing, for in-
stance, of starting out with vichysolsse
and ending up with baked alaska. As a
result she is leaning more to imported
and exotic foods. She Is also suddenly
quite diet and chclesterol consclous,

These reactions on the part of the
housewife have led to a tremendous
rash of new products — and the most
significant increass in sales has been

in the use of convenience foods. Their
use has increased eight times faster in
the last seversl years than general
goods. But a cwious phenomenon is
noted: despite the housewife's desire
for convenience, it is possible to make
items that are Ino convenient. She re-
sists them beceause they take individ-
uality and the opportunity to create
away from her. She likes to add a little
something — her own special touch.
1t's as.if she is saying: “Look, I'm not
lazy just because I'm buying this pre-
pared mix. I can still fix it better than
anyone else can."

Discount Houses

A new and growing segment of the
grocery business is the discount housc.
The magazine, Progressive Grocer, re-
ports that the incidence of combination
discount house-supermarkets continues
to grow in number and sales volume,
presently accounting for $1.4 billion, or
2.4 per cent of U, 8. grocery sales. 7

In Southern California, the food dis-
counters' advances fail to disturb com-
posure of the chains, Ben Schwarlz,
executive vice president of Foods Co.
Markets, operating both conventional
supermarkets and food, liquor and drug
discount departments, says: “Discount-
ing is a new phase of retailing and it

(Continued on puge 0)
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' will probably take ten or twelve years

. the third a free-standing, converted
: supermarket. With his company wear-
' Ing both hats — conventional super-

‘ prising for him to vnice the conviction:

§ tional supermarket executives take the
. same live-ond-let-live view.

PRETRLTS T ETRI T AT 25T

decision made by 8 buying cununittee,
composed of the buyer and group of
chain executives. The buyer's role has
changed in the last filteen years. Now
he's becoming more of a merchandiser
and less of a buyer. He has a multitude
of duties: he must set retail prices for
his merchandise, allocate shell space,
control warehouse inventory, set up a
merchandising program, advise on ad-
vertising and store layout, keep an eye
on competition and spot short- and long-
range trends.

Two factors of increasing importance
have crept into the battle for shelf
space: the stocking of non-food items
and the use of private label meichan-
dise. But here we fina the chain execu-
tives divided in their interpretations
of this trend; they lool ut it with vary-
ing degrees of warmth.

Warehouses Feed Network

Always proud of its reputarion for
efficiency, the supermarket industry
perhaps takes the most pride in its dis-
tribution system. The warehouse is the
heart of this opeiation. These huge
structures, equalling a dozen or more
football fields, hold tens of thc usands of
cases of merchandise which end up on
your nelghborhood supermarket's shelv-
es. Most of the larger Southern Cali-
fornia chains have their own centers.
Al other chains rely almost exclusive-
ly on two cooperatives, Certified Gro-
cers of Californis, Ltd. and Alfred M.
Lewis, Inc.

Supermarket Revolution—
(Continued from page 6)

to evolve a final form."”

Schwarlz says food discounting opera-
tions now take three forms: one within
a general discount house; one free-
standing next to a discount house; and

market and discuunting — it 1s not sur-

“There appears to L¢ room for both
types of operations.” And many conven-

Supermarket Here to Stay

Merle L. McGinnls, of USC, sees it
this way: “There will always be room
for the discounters, but they're just do-
ing what the chains did originally —
streamlining  their operations. The
spread (between the two) isn't os wide
as one would suspect. The discounters’
savings come through cheaper locations,
lower labar costs and no stamps. There
also is a lack of varlety, particularly
in the perishables.”

Albert Ralphs, Jr., president of Ralphs
Grocery Co. says: “There are lots of
different ways lo merchandise food.
Most discount houses use food as o lead-
er to attract customers into the non-
food depariments. But they sacrifice a
lot in convenience, service and some-
times in quality to do this. Many dis-
count houses are having trouble with
their food operations. I feel the super-
market is here to stay.”

The Shelf Crisls

It is a minor crisis in your neighbor-
hood supermarket every time a new
product tries to jam its way onto the
shelf. “We have anywhere from 20 to
200 new products offered to us each
week,” suys J. Earl Garrett, president
of Mayfair Markets. “Some are entirely
new, but where are you golng to put
them? There's just so much shelf space.”

Progressive Grocer reporis that the
average supermarket 18 glven a cholce
of about 1,000 new products each year,
chooses about 600 of these to introduce
and discontinues between 200 and 300.

The supermarket industry is ruthless
when It finds a product loafing on the
shelf, Although a supermarket may car-
ry between 7,000 snd 0,000 items, its
profits are determined by just 300, Some
{tems have big turnover and small pro-
fit; others turn slowly but have big
profit. What the retailer is interested in
is not turnover, but dollar profit.

Who, then, makes this cruclal deci-
sion of what goes on the shelf and what
comes off? Often it is the supermarket
department huyer. Sometimes it is a

on a computer basis.
Profitable Locations

site selection.

commitinent much less.”

Decemper, 1964
3 v e - b

Both Certified and Lewis were form-
ed about forty years ago when a small
group of retailers found they were pay-
ing more at -vholesale than the chains
were selling at retail. They banded to-
gether in order to survive. More and
more automation is coming into play
in the huge warehousing business. They
were palletizing before World War II,
and today it is the basis of all modern
warehousing. It probably will not be
long before all order-filling will be done

No general plots his campaign more
carefully than do the supermarket
chains in the battle for Southern Cali-
fornia's prime locations. Supermarket
sites are chosen on the basis of “a
thorough and scientific investigation,”
according to J. Bert Easley, vice presi-
dent and treasurer of Alpha Beta Acme
Markets, one of the fastest growing
chains and therefore much involved in

“Thls method is a long way from the
old divining rod system used in days
long ago,” Easely soys, “when a cruise
of an area was the basis for selection.
We used to call it a ‘windshield survey.’
In those days he says, “stores were
smaller, loases shorter and the financlal

Today, according to Easley, with 20-
year leases and oplions lo renew, plus
the cost of fixtures, inventory, back-up
inventory and distribution facilities, a
site decision is a million dollar com-
mitment.

This decision is based on all the data
a chaln can lay hands on, including
maps, oerial surveys, census reports,
building permits, studies by groups such
as Stanford Research Institute, and pro-
jections by utility companies. From
these and other sources are determined
the population of an area, traMe pat-
terns, family size, Income levels, age,
ethnic factors and shopping habits.

“Qur basic tenets in site selection,”
says Easley, “are ready accessibility ol
the housewife to all the facilities she
finds it convenient to use when she goes
to the market—like o laundromat, beau-

ty parlor, dry cleaner. Summing up the
role of site selection, Easley states: “Lo-
cation is the first essential to success
and probably the biggest single con-
tributing factor. The best operator in

the world in o bad site will have a

hard time making the grade.

Automation at the Checkstand

Some day you may walk into a super-
market, selecl your groceries by closed
clrcuit television, have them checked
out by o computer and pay for them
with a credit card. The supermarket
industry and some of its close observers
see such an operation as a likely de-
velopment — not just a possibility.

wAutomotion in some form or other
at the checkstand is imperative and it's
coming in the near future” states Dr
ward J. Jenssen, markeling consultant.
According to Jenssen, the checkout-line
is the one point at which today's shop-
per loses her enthusiasm. Waiting in
line gnaws on her, and it's the point at
which she begins to find fault with the
store, he says. Jenssen reporis that
vislonarles in the industry see the day
when items will be priced with radio-
active material. At the checkout stand.
a gelger-counter type gadget will meas-
ure the radioactivity and convert it in
to dollars and cents.

Forecast For Future

Other far-out ideas are also being
weighed:

e Use of IBM-type cards represent-
ing the product, which the shopper will
select, toke to the checkout stand, have
processed, poy her bill and pick up ber
groceries at the door, all automaticaiiy

® Use of closed-circuit TV where the
shopper sees various items flashed on »
screen in full color and indicates her
selection

e Use of large catalogs. similar to
those used by giant general merchan-

(Continued on page 14)
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Julie Koy Dunkirk, Fargo,

emphasls being ploc

LUDvm Gullickson of Adams, North
Dakota, exhibiting a 65 pound test
welght ‘sample of Wells, was named

on durum during the

Durum King and winner of the NMMA”

Sweepstakes Award at'the 26th Annual
United ' States. Durum Show, held at
Langdon, North Dakota, October 20-21-

i‘m sample which Gullickson entered
was also judged the best of the 505
samples in the Open Division. Winning

the Professional Class was Palmer Dahl-

gren, also' of Adams, and a former
Durum King. He exhibited a 64 pound
sample of Well»,.This class is open only .
to previour winners in the ‘Open and
Certifled classes: 2 it

TR ot L
Larry Bosh of Lawton, with' a-6l

pound entry of Wells, had the best
sample of the fourteen entered in the
Future Farmers of America Division.
Bruce Swenson of Adams won the 4-H
Division with a 63 pound entry of Wells,

Beauty Pageant

% Myrna Rae Munson of Lakota con-

tinued her winning ways in queen com-
petition when she was named Miss
Durum Macaronl. She outdistanced a
fleld of nine other hopefuls at the beau-
ty pogeant, the kick-off event of the
three-day show.

It was the third title in less than
six months for the 17-year-old blue-
eyed beauty, She had previously been
named Miss Lakota, and last. month
while competing as Miss Lakota she
captured the Miss Nelson County title,
Her sweet smile, talent on a trumpet,-
and polse in public speaking helped her
win the contest.

10 40
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r North Dakota, 1963 Miss Durum-Macaroni, presents the Honor-
vble Williom L. Guy;:wemr of North Dakota, with o sheaf of durum os o symbol of the

month of October,

Sponsors of the event were the Lang-
don Jaycees and the U. 8. Durum Show,

1y Rust Resistance Necessayy -

On the Show program, Gene Hayden
of the Crop Quality Councll observed
that the quality of this year’s double
crop was good, and that research that
developed rust resistance In the new
varietles of Wells and Lakota , were
 Necessary insurance for such bumper:
crops. He noted that the potential of
hybrid wheat is unknown but is some-
thing to watch closely, and that semi-
dwarl varietiea of durum are coming.

(2.0 134 Frost Damage
Frost damage wis u big toplc of con<
versation at the show. At one end of the
range, it was felt that the subject has
been over-emphasized, inasmuch as
only 15 per cent of the crop has been
hurt. On the other side, 15 per cent of
the 60,000,000 bushel crop Is a third of
domestic requirements. Damaged wheat
has been coming to market first with
better grades held back on the farms in
storage. Further, small amounts up to
telurance levels could damage an other-
wise high quality crop. Average test
welghts and proteln content are run-
ning above last year's levels, and the
new grading system which has been
tightened up would not be any differeni
for 07 per cent of the crop than last
year's grading,
. . Dr. Kenneth Lebsock, U. S. Depart-
ment of Agriculture durum breeder,
said rust vesistance is still 2 major prob-
lem and requires three-quarters of the
plant breeder's time. New monles for

L S

research will be used to improve market

‘quality such as large kernel size for
better milling ylelds and possibly re-
sistance to sprouting. :

Product Promotion

In discussing product promotion, Rob
ert M. Green of the Natlonal Macaron
Manufacturers Assoclation polinted to
the doubling of macaroni tonnage in
the past sixteen years and an increase
in per capita consumption by 40 per
cent, In ‘calling for continued coopera-
tion between the North Dakota State
Wheat Commission, the Durum Wheat
Institute, and the National Macavoni
Institute, it was pointed out that the
restaurant and institutional fleld offered
great potential not only as a rapidly
expanding market but as an educational
source crcating desire on the part of
consumers to eat more macaronl prod-
ucts in the home, Mr, Green cited fig-
ures showing earlier marriages: and
more working wives that create ‘the
trend for more meals away from home
and a greater demand for convenlence
in the home.

Mark Heflelfinger of the Peavey Com-
pany took a miller’s look at the certi-
ficate program, presenting a day-to-day
chronicle of the uncertalnties in the sit-
uation from the passage of the wheat
bill to the payments of 70’cents a
bushel beginning on July 1. With the
necessity of manthly reports, the mil]-
ers are finding that with internal audi-
tors, outside auditors, and auditors from
the U. 8, Department of Agriculture, it

-is tough being a taxpayer plus being
a tax collector. g

Export Potential
Exports held the center of the stage

" in the afterncon sessions. Dr, Richard

"Goodman of the' Great Plains. Wheat,
Inc., told how that organization: works
for. export promotion with offices'in
Washington, Western Europe, South
America, and the Orlent. Chuck Her-
man, chairman of the Greater North
Dakota Association Agriculture Com-
mittee, commented on the need for
transportation adjustments to help land-
locked North Dakota get wheat to the
West Coast in position for export if the
Far Eastern market Is to be developed.
Dr. Kenneth Gilles of the Depart-
ment of Cereal Technology, North Da-
kota State University, reported on a
durum industry team trip to Europe
last rpring. Despite problems in seman-
tics, different yardsticks for measure-
ment including sleve measurements,
and competition with larger kernel size
for better milling ylelds from Canadian,
French and Argentine wheat, the team
thinks that a potential of 10,000,000 to
12,000,000 bushels of American durum

(Continued on page 22)
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inuing testing and quality col"ilro} program
z:h:in;enchgi all the way from scientific wheat
selection to product development research. ,
Look to King Midas for the most complete lu}n
of uniformly high-quality Durum Products avail-
able—anywhere. Peavey Company Flour Mills, 5 :
Minneapolis, Minnesota 55415. |

'Ki idas now offers you the most complete line
e f:(lzlcl!f:rwu’xf :delicll in the industry—the folal range
" =" of grades and granulations. Whatever your spe-
“ ' Calty, King Midas has the right product for. you.
=" That's why our standards as a supplier have to
o ‘be g0 high;. why we maintain the most c?mplgtﬁ
" laboratory facilities; why we back up our line wit

PEAVEY COMPANY
Flour Mills
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NATIONAL MACARONI WEEK
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Natlonal Macaroni Week display window ot General Mills, Minneapolis, Packages, cans, and
cartons from 38 macaroni companies werg included in the display, : .

Eh, compari—it's National Macaroni
Week!

In North Dakota

In North Dakota, Governor Willlam
L. Guy issued the following proclama-
tion:

WHEREAS, wheat foods have been
the staff of life for clvilized man since
Biblical days, and throughout the world
wherever macaroni foods are enjoyed,
durum semolina has been the standard
of quality; and

WHEREAS, macaroni—once consid-
ered a nationality food—because of its
nut-like flavor and great versatility has
become a gourmet entree on menus
throughout the world; and

WHEREAS, Increased per capita con-
sumption indicates sirong future de-
mand and a bright future for North
Dakota durum growers; and

WIIEPEAS, durum has historically
‘ncreased the agricultural income of
North Dakota by 50 million dollars
avnually, and the amount may stabi-"
lize near the 85 milllon dollar mark
of 1063; and

WHEREAS, Mother Nature has in
1654 once more given us a bountiful
harvest,

NOW, THEREFORE, 1, Willlam L.
Guy, Governor of the State of North
Dukota, do hereby proclaim the week
ul October 18-24, 1964, as Durum-Maca-
roni Week, and urge the people of North

Dakota to joln In the observance for
durum—a distinctly North Dakota crop
—and macaroni—a high quality food
made from durum semolina.

In Missouri

The Food Marketing Bulletin, Uni-
versity of Missouri Extension Division,
for October 6, devoted Itself to a salute
to Macaroni Week and macaronl prod-
ucts. Home Economist Helen R. Da-
vies, of St. Louis, was the author,

Two home run heroes of the victori-
ous St. Louis Cardinals were named as
“Macaroni Sportsmen of the Year."

Selected for the award, generally
made during National Macaroni Week,
were Tim McCarver and Ken Boyer,
whose circuit clouts won three Im-
portant games against the Yankees in
the World Series.

The players were cited by the Na-
tional Macaroni Institute for using their
noodles in waiting for and selecting the
right pitches 1o poke into the stapds,
Two of thé'strategic homers were hit
by Boyer, one in the final game.

Macaroni Week was mentloned over
165 stations coast-to-.oast on the NBC-
TV show “Let's Moke a Deal.” This
was telecast in color on October 23,

The press around the country picked
up the release from Sills & Company
that Americans annually consume more
than 1,500,000 pounds of macaroni prod-
ucts. They had figured out that this

was the equivalent of 713,600,000,000
feet of spaghetll or more than 135,150,
000 miles. This would expand to 149,
686,000 miles after the spaghettli was
2ovked.

General Mills Salute

Up in Minneapolis, General Mills
went all out in promoting the wer!;.
In Progressive Grocer Magazine ior
October, they told 71,000 grocers that
macaroni is the one item that returned
855% extra profit in related item sales.
Ad iz shown on adjoining page. They
displayed 47 brands of macaroni prod-
ucts in their main ofice during the
month, and sent out 281417 pleces of
wall carrylng the “Support Macaroni
VWeek" overstamp.

In the company cafeterin macaroni
menus were featured from the Gourmet
Entrees cookbook. These Included Ham-
Macaroni - Bioccoll Casserole; Baked
Salmon and Shells au Gratin; Spaghetti
Tetrazzinl Armando; along with maca-
roni and cheese, spaghettl and meat
balls and lasagna, Each dish was high-
lighted on the menu boards by a speclal
arrow: “Today's Salute to Macaroni
Week."

In their Chicago area office at Park
Ridge, Illinoils, the cafeterla served
Macaroni Week specials, and distrib-
uted macaronl recipes. During the
luncheon hour, the American Film Fes-
tival award-winning movie, “Durum
+ » » Standurd of Quality” was shown
in the Conference Room.

On Friday, October 23, arrangements
were made with a Chicago area manu-
facturer to build a display of macaroni
products and to give them as samples
to General Mills employees, In return,
a case of pancake mix for the macaronl
sales manager's Boy Scout troop com-
pleted the swap and made everybody
happy.

Around the Country

Grocery stores around the country
featured the theme “Food Is A Bar-
gain." With macaroni, spaghettl, and
egg noodles among the most economi-
cal, these menus for fund-raising din-
ners were sent out In recipe releases to
food editors around the country,

To United Press International;
Baked Spaghetti and Cheese
Vegetable Gelatin Salad
Banana Butterscotch Pudding
Coffee

To 254 television commentators:

Macaroni Cheese Souffle
Tomato Summer Squash
Orange Cream Sponge
Coffee
(Continued on page 150

Tue Macaront Journat,

When it leaves the store so do sauces,

i is i hat.
Ils $6.55 in related products.® Pasta this in your
e GENERAL MILLS DURUM SALES

Macaroni

soups, meats, cheeses, ete. Every dollar spent for macaroni

National Macaroni Week Oct. 18-31!

*Colonial S!vdy BENFRALRILS
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More Participants at the Los Angeles Meati
Ralph Sarli, Paskey DeDomenico, Albert R

Los Angeles Meeting—
(Continued from page 5)

Secretary reported the decision of the
IPACK-IMA Show to hold its exhibit
of macaronl manufacturing equipment,
malterials handling and packaging ma-
chinery, in Milan in the fall of 1866
rather than June. It was recommended
that these plans be followed so that the
possibility of arranging an international
conference of macaroni manufacturers
might be considered to coincide with
this exhibition. °

Since the meeting, the exhibitors at
IPACK-IMA have requested that this
show be brought forward to be held
from the 11th to the 17th of September,
1965, 1o avoid any undue concentration
of exhibitions dealing with an identical
field of activity in the same year.

Association President Fred Spadalora
commented on competition in the food
fleld. He emphasized the futility of deals
and urged manufacturers to keep their
sights high.

Supermarket Revolution—
(Continued from page 9)

diers like Sears, Roebuck and Mont-
gomery Ward. Y

® Use.of credit cards solely, rather
than dealing with checks and money.

At present, while there is a go-slow
approach to what is being done In the
front of the store, much is going on
behind the scenes to increase produc-
tivity. Merle L. McGinnis, director of
the food distribution program at USC's
School of Business Administration, sums
up the aim in one sentence:

“The secret js getting the right mer-
chandise in the back door and out the
front door with a minimum of hand-
ling." Aceording to McGinnls, automa-
tion's mein role in the supermarket in-
dustry will be in the area of reducing
handling costs, since wages constitute
nearly half of the industry’s costs.

Improvement in the meat operation
is one of the most pressing needs. Cen-
tral packaging and perhaps frozen fresh
meats are scan for the future,

. At the long toble (left to right): Emil Spadaforo, Jim Winston, Petcr F, Vognin

Gerald A. Awes, president of Lucky
Stores, also sees a great deal of mech-
anjzation in the warehouse. “But auto-
mation is different in the store — there's
no way to get cans on the shelves
except by hand,” he stated.

“QOur biggest problem,” says May-
fair's president, J. Earl Garrett, "is in-
creasing labor costs. The increases have
averaged 5 to @ per cent a year for the
last fifteen years. And we've just sign-
ed a five-year contract with built-in
increases each year."

There is general agreement that the
trend to convenience foods as well as
specialized and exotic foods will con-
tinue to accelerate.

Supermarket of Future

What will the supermarket of the fu-
ture look like? There are those who say
it may take the form of a “theme mar-
ket,” following out a particular theme.
The Piggly Wiggly Continental in En-
cino, Californla, for example, is French,
complete to wine cellar. Crawford's in
Alhambra is western in motif. Bon Vi-
vant in San Diego boasts a sidewalk
cafe. A supermarket in Kansas has been
singled out as a “sprawling Norman
castle of retailing.”"

But some industry leaders feel that
while these theme markets are very at-
tractive and there will always be room
for a unique place, it will not become
a major trend. T. A. Von der Ahe, presi-
dent of Von's, thinks theme markets
have a place. “But you can't put in a
chain of them. You'd lose the novelty,
the enchantment.”

There are those who belleve that the
greatest advance in automation of the
supermarket has already been made —
self-service, Says Von de Ahe: “We put
the products on the shelf, give a woman
a cart and let her walk around. She pro-
vides her own automatlon.” Von der
Ahe cautions against plunging into au-
tomation In the shopplng operation. “I
see a lot of problems with these things.
I think we're pretty much down to the
point where any revolutionary ideas of
automation are going to take the fun
out of shopping.”

LN S TR

National Macaroni Week—
(Continued from page 12)

To General Newspapers “A" List:
Baked Noodles and Cheese
Molded Applesauce Salad

Bulter Pecan Cake
Coffee
To General Newspapers “B" List:
Spaghetti and Pork Sauce
Lettuce Wedge Salad
Autumn Spice Cake
To General Newspapers “C" List:
Tomato Vegetable Soup
Macaronl Shrimp Salad
Applesauce Cake a la Mode

To the Pittsburgl Tourler Syndicate:
Spaghetti Tuna Casserole
Macaronl Vegetable Salad

To Afro-American Papers;

Spaghettl with Clam Sauce
Pineapple Cottage Cheese
October Spice Cake

To Weekly Newspapers:

Goulash on Egg Noodles
Lyonnaise Green Beans
Cherry Cobbler

To King Fealures:

Escalloped Macaroni, Ham and Cabbage
Celery Sticks, Olives
Pumpkin Fluff Dessert

To Bell-McClure Syndicate:
Macaroni-Cheese Toss Up
Sliced Tomatoes
Devils Food Cake
. with Whipped Topping
To Pacific Coast Dailies:
Baked Turkey Roll
Green and Gold Macaroni Salad
Cherry Shoricake
Coffee

.In the Trade

Numerous_trade publications used
our publicity releases on National Mac-
aronl Week. The Cleveland Food Dealer
devoted their front cover to a photo an-
nouncing the week. Supermarket News,
American Grocer, Kansas City Grocer,
New Jersey Grocer, Dixie Foods, Ken-
tucky Grocer, Intermountain Food Re-
tailer, and Retall Journal announced the
event.

Tne MACARONI JOURNAL

o, Jr.,
ilio, Froncls DeRocco, Photo to the right shows NMMA Directors Robert Williom (lell),
Peter J. Viviano and Lloyd E, Skinner discussing industry matters,

D. MaLparl & Sons, Inc.

BROOKLYN, N.Y., US.A. 11215

557 THIRD AVE.
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AFTER YEARS OF RESEARCH, EXPERIMENTATION AND ENGINEERING,
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7 HAS ADDED THE MISSING LINK - |

70 ITS DISTINGUISHED CHAIN OF COMPLETELY
AUTOMATED MACARONI PRODUCING EQUIPMENT ...

a SPREADER which combines slow extrusion for a superior quality
product with top production for increase in volume; a SPREADER
which extrudes uniform stick patterns for minimum trim and an
eye-appealing product of invariable smoothness, color and con- f.
sistency; a SPREADER which produces continuously on a 24 hour
daily operation with the Clermont VMP-5A, 2000 Ibs/hr press— ¥
“The Greatest of All Long Goods Presses.” ’ 4

This SPREADER is destined, like other Clermont long goods equip-
ment, to meet the exacting requirements of particular manufac-
turers. After you have studied the features of this machine only a
personal inspection can reveal the {full measure of its superiority.

}
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Christ -mas Seals on all your mail
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Chiglmas

Will mean a Health -ier Year!

MACHINE CO., INC. 280 WALLABOUT STREET BROOKLYN 6, N.Y.,, U.S.A.

Christmas Seals on your holiday mail fight tuberculosis and othor. respiratory diseases Telephons: EVergreen, 77540

DrcrMsez, 1964 17

vl

16
: ; TuE MACARON! JOURNAL
: 7 S LYo

4 g o < ufy g A : R

-

X- g A

B L b e .
il ol bl e i PRI




BT

s

N celebrating the October Cheese
Festival, the American Dairy As-
soclation released these recipes design-
ed to appeal to lively fall appetites, A
novel version of macaronl and cheese
inade use of Edam instead of Cheddar,
and suggested the homemaker could
save time and effort by using canned
cream of chicken soup in place of cream
sauce. This gives the casserole a pleas-
ing hint of chicken flavor, and smooth,
creamy texture. Blind the soup with
cooked macaroni, eggs and scasonings,
plus pimlento for bright color accents
and mellow Edam cheese for flavor, The
perfect garnish for this Macaroni and
Cheese Superb is a sprinkling of fresh
mushroom slices sauteed in butter, This
finishing touch turns it into & gourmet
casserole, one you'll be happy 1o serve
your family, proud to carry to a pot-
luck or church supper,

Macaronl and Cheess SBuperb
(Makes 8 1o 8 servings)
1 7-ounce package elbow macaroni
234 cups {2 10%4-ounce cans) cream of
chicken soup, undiluted
V5 cup chopped onion
2 tablespoons chopped pimiento
4 hard-cooked eggs, diced
2 cups (V4-pound) Edam or Cheddar
cheese, diced
Vi pound fresh mushrooms, sliced
2 tablespoons butter
Cook macaronl, according to packege
directions, except reduce salt to one
teaspoon. Rinse and drain. In a 2-quart
casserole combine soup, onion, pimien-
to, eggs and cheese with macaroni,
Saute mushrooms in butter to garnish
top of casserole. Bake 25-30 minutes in
a preheated 350° oven.

Macaronl Pizza is a new American
Dairy Assoclation idea, Cook macaroni
and blend it with a custardy mixture of
milk and eggs; bake until this has set,
to form the base. Add a zesty plzza top-
ping of tomato sauce, oregano, and
shredded Mozzarella or Provolone
cheese. Add sausage or unchovies, if
you like your pizza Italian-style.

Macaroni Pizza
(Makes 6 1o 8 servings)
! T-ounce package elbow macaroni
2 eggs, beaten
% cup milk
1 teaspoon salt

The many veristies of cheese avolloble to
the American homemaker combine natur-
ally with macaron| products to make for
tasty luncheon main dishes,

per. Add macaroni and mix well. Pour
into a buttered, 9-Inch square baking
dish. Bake for 10 minutes or until set,
in a pre-heated 400* oven, Remove from
oven. Blend oregano into tomato sauce
and spread over baked macaronl. Top
with shredded cheese. Bake for 10 more
minutes. Remave from oven and cut in-

to squares to serve,

For sausage plzza: Top the tomato
sauce with ¥ pound bulk pork sausage,

cooked and drained.

For anchovy pizza: Top the tomato
sauce with 1 can (1-ounce) anchovy fil-

lets.

Cheeseroni Casserole is made with
Cheddar and milk and cream of celery
soup. Oregano adds a dash of herb
flavor, and you can top It with wedges
of fresh tomato and grated Romano or
Parmesan cheese for extra color and
taste appeal. Satisfy your family with
this delicious, protein-packed Cheese-

ronl Casserole,

—

1

Va teaspoon pepper 1
1 teaspoon oregano

1 can (8-ounce) tomato sauce 1

1 cup shredded Mozarella or Provo- 2

lone cheese

Cook macaronl in boiling, salted wa- 1

ter according to package directions;
drain, Blend ez, milk, salt and pep-

Cheeseronl Casserole
(Makes 8 servings)
7-ounce package elbow macaronj

2 cups shredded sharp Cheddar

cheese
teaspoon salt
Y4 teaspoon pepper
Y4 teaspoon crumbled oregano
small onion, sliced thin
can (10% ounces) cream of celery
soup
cup milk
tablespoons grated Parmesan or
Romano cheese
tomato, cut In 8 wedges
Cock macaronl according to package

directions, Rinse with hot water and

Cheery Cheese Recipes

drain. Place half the macaronl in a
buttered 2-quart casserole, Cover with
half the Cheddar cheese, Mix salt, pep-
per and oregano; sprinkle half over
cheese. Separate onion slices into rings
and place half on top of cheese layer.
Blend milk with soup and pour halt
of the mixture over the onions. Repeat
each layer, Sprinkle Parmesan cheese
on top. Bake 20 minutes In a preh:ated
350° oven. Place tomato wedges on top
of casserole. Return to oven and con-
tinue baking 10 minutes longer.

Kid-Pleasin' Meals will be advertised
by ADA in January-February. The Jan-
uary issue of Family Circle will have
four full-color pages of menu ideas.
During February, two more four-color
pages of additional ideas will be shown.
In one spread, four ideas with a thrifty
touch include Oven Butter - Baked
Chicken; Spaghetti and Meat Balls;
Pork Steak with Milk Gravy; and
Cheese Noodle Bake, Trade advertis-
ing Is carried In fall issues of Super-
market News, Progressive Grocer and
Nargus Bulletin,

Lenten advertising In the March is-
sue of Family Clrcle magazine and se-
lected locally-edited Sunday supple-
ments will push five easy cheese dishes
to spark Lenten meals. One of these is
Tangy Gouda-Macaroni Toss, a salad
suggestion with macaronl sea shells and
Gouda cheese, Colorful casestrips and
over - the - wire hangers deplicting the
dish will be available at cost,

Borden Promotion

“You buy the cheese, we buy the
spaghettl.” Borden is running a refund
campaign for its grated Parmesan and
Romano cheese, with color advertising
In' Good Housekeeping and DBetter
Homes and Gardens for November.
When shoppers send in the wrapper
from the cheese package and proof of
purchase of a six to eight ounce pack-

age of spaghettl, they will receive a
25 cent refund.

————

Italian Festival

Food Fair Stores promoted a two-
week Italian food festival in 137 units
in New York, New Jersey and Con-
necticut.

The festival features displays of
Itallan food by Prince Macaroni Manu-
facturing Co., a major supplier for the
promotion, plus decorations and demon-
strations, Displays range from colan-
ders and spagheltl bowls to imported
Italian grated cheese sweet red onions
and spaghetti sauces, i

5 THE MACARONI JOURNAL

Decorations Contest

Holiday decorations made from un-
usual combinations of uncooked maca-
roni are sparking a contest sponsored
by the Ideal Macaronl Compuny of
Cleveland to mid-December. Over
$2,000 in prizes will be awarded in
three age group categories for the most
original, attractive and imaginative
decoration made from any combination
of Ideal macaroni products,

Attractive wreaths, minlature Christ-
mas trees and countless other holiday
decorations can be fashioned at home
or made as school projecis with unusu-
ally shaped pieces of Ideal macaroni.

A ring of styrofoam, pasted with
white glue on a slightly larger ring of
firm cardboard, forms the base for a
wreath of blued Ideal macaroni shells,
twists and rotinl. Spray paint, bright
Christmas balls and pine cones can add
sparkling variety. Ideal Choo-Choo
Wheels become tiny daisies by inserting
fine wire through the center hold,
bringing the ends of the wire together
and twisting them. A complete holiday
flower arrangement can be made by
using Ideal large bows us chrysanthe-
mums, elbow macaroni as ‘tock, rotini
as zinnias or salvia, and small shells as
perfectly formed lilles-of-the-valley.
Paper cups, thread spools, white glue

and wooden picks or pegs are useful
jtems to help make Interesting decora-
tlons with macaronl.

Entries may be fashloned in any
shape or form, using any materials
combined with Ideal macaronl. To en-
ter the contest, each contestant must be
over six years old and send a photo-
graph of his decoratlon, fogether with
a box top from one of the Ideal maca-
roni products he used. Entry blanks
may be picked up at local food stores.

Prizes will Include such items as an
AM-FM stereo phonograph, Westing-
house clock and transistor radios, fully
equipped “Holiday" bicycles, Emence
golden pipe electric organs and Amerl-
can Flyer electric train sets.

Stew Seasoning

Lawry's Foods of Los Angeles s sell-
ing beef stew seasoning mix and chili
geasoning mix under the Lawry's label.
Mixes come in aluminum envelopes
which pleture prepared chill and beans
and beef stew, Recipes are printed on
the back of the packages. Retnil price
for 1.84 ounces of slew seasoning mix
{s 25 cents, and 23 cents for 1.62 ounces
of chill seasoning mix.

Beef stew seasoning mix has been
added to its Copper Kitchen line by
R. T. French Co., Rochester, N.Y. Pack-
aged In a foil envelope, the mix will
retall for about 25 cenis for a 1% -ounce
package.

DeceMBER, 1964
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Deck-A-Roni

Delmonico Toods, of Loulsville, is
announcing on their packages that won-
derful hollday decorating ideas are free
inside, with complete instructions for
elegant candle holders, charming cen-
ter-pleces, intriguing tree ornaments—
all made from macaroni and noodle
shapes.

This all ties in with the use of maca-
roni producls as craft material which
has developed into a high form of holi-
day activity In recent years. (See Maca-
ronl Journal for December, 1863, 1062,
1861.)

The National Macaronl Institute has
mimeographed instructions to “Deck
the Halls—With Macaronil” This glves
detailed Instructions for Christmas

wreaths, decorations, candle holders
and coasters. It concludes: “For fun and
relaxation, try working with macaroni
products as a craft material. The possi-
bilities for designing your own crea-
tions are limitless!”

3 ederick Muell 4 Jasan)
E'I:;'" .'I::’T::oﬁgfnht:ﬂrﬁ; f;; gz!\;fo 51:1’30:"}\{011, and H. Edward Toner, piesicent of Muelle

Selling Soup

Campbell Soup Co. is advertising its
fall soup promotion, which features a
free offer to consumers of a Campbell
Kid (boy or girl) silverplate soup spoon
in return for five labels from Camp-
bell's chicken or vegelable soups, on
the “Lassie” and “Donna Reed” TV
shows. Also being offered is a "Stadium
Blanket Premium" for Frnnc:-ﬁmeéicnn
spoghettl and macaroni products. Com-
r:efciala are scheduled on CBS, NBC
and ABC network programs including:
“To Tell the Truth,” “12:25" "Secre'l
Storm,” "Match Game,” “You Don‘t.
Say,” "Say When," "Word for Word."
“General Hospital,” “Trailmaster,
“Day in Court," “Lassic" and “Donna
Reed."

Radio Advertising

The C. F. Mueller Company's mod-
ern new automated equipment control
board was a stopping point on a re-
cent tour of the Jersey City plant by
New York City's largest audience ra-
dio personality, John A. Gambling.

Mueller's macaroni, spaghetti and egg
noodle products are being advertised
for a period of six months on “Rambling
With Gambling,” 5:30 to 8:00 a.m., Mon-
day through Friday.

Mr. Gambling, son of John B. Gam-
bling, famed early morning radio pio-
neer, conducts his program each morn-
ing from WOR's New York Studio.

The Mueller Company, whic}'! has
been making macaroni, sp%helu and

noodles for over ninety-five years,
enfsli assumed full sponsorship of WOR
Radio's election night coverage on No-
vember 3, from 7:00 p.m. until con-
clusion, WOR Radio is the flagship sta-
tion of RKO General Broadcasting.

Doherly, Clifford, Steers and Shen-
field, Inc., New York City, is the agency
in charge of all of Mueller's advertising.

euecu-tlvo vice president of C. F. Mueller Co., Jeraay
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SANITARMONTINUOUS EXTRUDERS

A new concept of extruder construction utilizing
tubular steel frames, eliminates those hard-to-clean areas. For the first
time a completely sanitary extruder . . . for easier maintenance . . . increased
production . . . highest quality. Be sure to check on these efficient space-saving machines.

. Ambrette

SHORT CUT MACARON! EXTRUDERS
1500 pounds capacity per hour

Model BSCP

Model DSCP 1000 pounds capacity per hour
Model SACP 600 pounds capacity per hour
Model LACP 300 pounds capacity per hovr
Model LAB 100 pounds capacity per hour

LONG MACARONI SPREADER EXTRUDERS
1500 pounds capacity per hour

Model BAFS
Model DAFS..... 1000 pounds capacity per hour
Model SAFS 600 pounds capacity per hour

COMBINATION EXTRUDERS

E 10::!& BSCP — Short Cut .. Sheet Former
i,:',':j':: macorani Short Cut Spreader
i Three Way Combination

A 0% '

» MODEL BAFS — 1500 Pound Long Goods Continuous Spreader

Y T AR 2 R ———
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POSITIVE SCREW FORCE FEEDER improves quality and

increases production of long goods, short goods and sheet forming continuous extruders

3 STICK 1500 POUND LONG GOODS SPREADER |}

increases production while occupying the sume space as a 2 stick 1000 pound spreader

15
00 POUND EXTRUDERS now in operation in a number of plants
occupying slightly more space than 1000 pound lines. o

AUTOMATIC CONTINUOUS DRYERS

FOR ALL SHORT CUT AND LONG

CUT PRODUCTION OR.MACARONI :
Bop2 e

A controlled dough as soft as desired to enhance texture and

appearance,
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without any possibility of webbing makes for posi-
for production beyond rated capacities.

PRODUCTION... Positive screw feed

tive screw delivery

presses run indefinitely without adjustments.

CONTROLS. .. .. So fine—so positive that

SANITARY .. ...« Easytoclean yubular steel frames give you the first truly sanitary

extruder,

For information regarding these and other models, prices,

material testing and cther services, write or phone:

J'A,MBRflTTE _MAGH!NERY ;GORPORATION
| 186-166 SIXTH STREET, BROOKLYN 16, N.Y. | & . PHONE: TRiangle 55226
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Durum Show—
(Contlnued from page 10)

can be developed with Western Europe
the end customers.

Cliford Pulvermacher, direclor of
procurement and sales division of the
U. S. Department of Agriculture in
Washington, said that exports of durum
this year would not exceed 4,000,000 to
5,000,000 bushels, in view of keen world
competition, The possible inclusion of
durum in the P.L. 480 program might
develop export possibllities in Greece,
Japan, Talwan, and Venezuela; but the
best prospecls are in the dollar market
with France, Germany, Switzerland,
the United Kingdom, and an outside
possibility with Italy,

Domesiic Market Important

George Wilkins of the Minneapolis
Grain Exchange emphasized the im-
portance of the domestic market and
urged the farmers never to lose sight
of quality. “Keep your eye on your com-
petition,” he warned; “price and volume
alone does not determine what your net
will be.” He sald the long-run outlook
is optimistic, and that the consumer
rather than farm programs will deter-
mine the economic success of all pari-
ners In the industry, The competitive
market allows the consumer to cast his
vote with dollars and cents,

Macaroni Price Increase

During the weeck of the show, the
Wall Street Journal noted in its Com-
modity Column that higher wheat costs
plus labor and processing increases had
prompted the first price rise for maca-
ronl products in over two years. One
Chicago producer was reported increas-
ing prices 1% cents a pound to 21.3
cents.

Most macaroni and noodle manufac-
turers were booked to the end of the
year or later, according to the South-
western Miller, so sales of durum prod-
ucts were sparse, Shipping directions
during the month were brisk, indicat-
ing good retail sales of macaroni prod-
ucts, Demand for cash durum was not
consistent, and prices fluctuated widely
within the quoted ranges of $1.60 to
$1.75 for No. 1 Hard Amber Durum.
Because of preponderance of poor color,
complicated schedule of bids was fol-
lowed, with flve bases depending upon
sharpness of color, Discounts for de-
fects were rigidly followed and few cars
qualified for top cholce. Semolina was
quoted In a range of $610 to $6.20 a
hundredweight Minneapolis.

USBDA Figures

The Wheat Situation, published in
Origber by the Economic Rescarch
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Service of the U. 8. Department of Agri-
culture, stated that the supply of durum
is now estimated at 101,000,000 bushels,
the largest of record. The 1064 crop esti-
mated at 61,000,000 bushels in October
is over twice as large as the 1057-61
average of 27,000,000.

Expected exports for the current crop
year are projected at about 5,000,000
bushels, Only 440,000 bushels were ex-
ported the first quarier to Venezuela
and West Germany.

Domestic disappearance is estimated
at 27,000,000 bushels but may be larger
if current sales trends are continued,

On October 1, the Crop Reporting
Board estimated that mills, elevators
und warehouses held some 43,833,000
bushels of durum; 53,277,000 bushels
were held on farms; while the Com-
modity Credit Corporation held 1,650,-
000 bushels.

Canada’s Surplus

Canada has a large surplus of durum
wheat, Dr, R. L. Kristjanson, executive
assistant to the Canadian Wheat Board,
told the Annual Meeting of the United
Grain Growers that there are now
100,000,000 bushels of durum on hand,
Normal yearly sales are about 26,000,
000 bushels. Asked if the Wheat Board
would urge farmers to grow less du-
rum, he said that thils was not the
Board's function: “Eventually we'll
come to a point where we will no long-
er allow them to deliver durum, but
there are no plans to make such a
move immediately,” he sald. The sur-
plus is due to three unusually large
crops. This year's harvest was 33,700,-
700 bushels,

Net Income Up

Wallace & Tiernan, Inc., Belleville,
New Jersey, raised net Income 43% on
a sales gain of 30% In the third quarier
of 1964, says Robert T. Browning, presi-
dent. Income was at $1,860,368, or 45
cents a share, compared with $1,309,925,
or 33 cents a share last year. Operating
revenues were $23,320,058 agalnst
$17,050,770 in 1963,

Record levels were set also for Wal-
lace & Tiernan's first nine months, with
net income at $5460,063, or $1.31 a
share, compared with $4,205,233, or
$1.08 last year, and operating revenues
at $65,860,671 against $51,707,267.

Anniversary

Harry Deaver, vice president of Pea-
vey Flour Mills Company, was recently
glven an engraved watch marking his
twenty-five years with the company.
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Kuehn Beats Bing

Henry Kuehn, president of the Pes-
vey Flour Mills Division, was among
the 39 national winners in the 3M's
Company's “Beat Bing" golf contest.
He shot a 94 for 18 holes at Minikahda
Club getting a net of 71 with a 23 han-
dicap, He wins a trip to Tucson for the
national playoff and possibly to Pebble
Beach to compele in the annual Bing
Crosby national pro-am tournament,

Standards Change

An order was published by the Foodl
and Drug Administration in the Fed.
eral Register of October 13 to permit
the optional use of concentrated gly-
ceryl monostearate preparations in mac-
aroni and noodle products. The order,
which becomes effective 60 days from
date of publication changes the original
proposal announced in June by limiting
the use to 2% by weight of the finished
food rather than 2% by welght of the
farinaceous ingredient.

“While such a change is of little sig-
nificance numerically, it will enable
chemists who analyze samples for gly-
ceryl monostearate content to report
their results on the basis of the weight
of the finished food,” the F.D,A. said.

Glyceryl monostearate functions by
complexing the starches contained in
macaroni and noodle products, en-
hances the firmness and reduces the
stickiness of such products when they
are cooked.

The F.D.A. points out that distribu-
tors of mono- and diglyceride prepara-
tions containing a lower proportion of
glyceryl monnstearate than the prepa-
ration in the order recommended mod-
ifications to include preparations con-
taining their products. “Data now avail-
able do not warrant the conclusion
that diglyceride and triglyceride con-
stituents are effective agents for com-
plexing the starches contained in mac-
aroni and noodle products,” the F.D.A.
says. “If further investigations should
demonstrate that the mono- and digly-
ceride preparations contalning higher
proportions of di- and triglycerides
function effectively, then the partles
may file petitions setting out the facts
and proposing that the standards be
further amended.”

New sections under “Optlonal In-
gredlents" were proposed, adding “Con-
centrated glyceryl monostearate (con-
taining not less than 90% monoester),
in a quantity not exceeding 2% by
weight of finished food,” and new sec-
tions specifying that when this ingredi-
ent is used, the label statement “gly-
ceryl monostearate added" or the state-
ment “with added glyceryl monostear-
ate” should appear., NMMA did not op-
pose the proposal if the label statement
was required. . Lo
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ere is a new concept in packaging for any

% :rt:duct now using a lined carton, pouch, or en-
velope in a carton. ltis a marriage of two highly
production proven units—theTriangle Bag Machine

and the Clybourn continuous motion cartoner.
' This Bag 'n Box unit handles up to king size
i cartons, inserting one, two, or even more pouches.
Yet, the unitis so simple, changeover can be made

TRIANGLE

This unit Is being used to package 6 oz. cnnr.:m of pudding
and ple filling and occuples an area of only 7/ x 20",

than 30 minutes. The low cost is equally
]snulr:?fslng for any one of the machine combina-
tions available for various products at production P
rates of 50 to 300 per minute,

The Bag 'n Box packager is an exclusive devel-
opment of Triangle and Clybourn Machine Cor-
poration. To obtain further information slxbout. this
spacesaving, mauneysaving machine, write to:

OMPANY

: INERY C
i TRIANGLE PACKAGE MACH (312) 889-0200

6654 West Diversoy Avenua

DECEMBER, 1964

. Chicago, lllinols 60636 * Telephone
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Egg Markets

Egg markets in Chicago during Octo-
ber were steady with little aggressive-
ness shown. List price adjustments were
fractional.

Current recelpts of shell eggs ranged
between 27 and 31 cents a dozen, Frozen
whole eggs ranged between 24.25 and
25,5 cents a pound in Chicago, 2 cents
higher in New York and Philadelphia.
Frozen yolks of 45 per cent solids rose
halt a cent to range 53.5 to 55 cents
for dark color, 47 to 52.5 for under No.
4 color. Frozen whites were steady at
14.5 to 16.5 cents. Dried whole eggs sold
at $1.10 to $1.15 a pound, while dried
yolk solids were less expensive ranging
$1.08 to $1.14 a pound.

U. 8. Cold Storage stocks showed shell
eggs Increasing 35,000 cases but with-
drawals on all frozen products: about
3,000,000 each on whites and yolks, 5,-
000,000 on whole eggs, with a total of
11,300,000,

USDA Program Discontinued

The last purchase of egg solids made
by the government under its purchas-
ing program was made the first week
of November, Under the program, the
government bought a total of 15,767,000
pounds of egg solids. Recent prices paid
have consistently been $1.05 a pound.

Poultry Program

A four-pronged program has been
adopted by the Poultry and Egg Na-
tional Board. At a recent Chicago meet-
ing, some 75 industry leaders accepted
the program, which follows:

e Extend the PENB Committee on
Salmonella’s study and recommenda-
tions, and its cooperative efforts with
the Communicable Disease Center,
U. 8. Public Health Service, Atlanta, to
reduce the problem.

® Develop quarterly nutrition mes-
sages for use by physicians, dieticians,
public health officials and home econo-
mists, Findings from studies by Dr.
F. A, Kummerow, professor of food
chemistry at the Unliversity of Illinois,
on a research grant from PENB on cho-
lesterol, diet, and the heart will be
made available to the above opinion
leaders.

® Distribute 4-page booklet on
new research findings on the food value
of cggs, new products and uses of eggs
and poultry meat, to editors and others
in the communications media.

® Develop a stepped-up program for
recipes and new information on egg
rookery, temperature control for poul-
try meat, and other Industry products
information. Patricia Myles, PENB's
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kitchen-testing program,

Also, Faith Sellman, dincctor of
PENB home economics, offered a 1965
program for consumer information that
will tle-in promotions using eggs and
poultry with related foods, present
taped messages for radio giving tested
cooking techniques and “quick tricks”
and ideas.

In addition, teachers' kits un the
cooking of eggs will be displayed to
5,000 home economics teachers or de-
partment heads next June during the
American Home Economics Conven-
tion; new products will be on display
next year at the 17th Annual Poultry
Products Booster Day, and a new print-
ing will be made of the PENB folder
“9 Easy Ways tv Cook Eggs.”

The board will participate in the Na-
tional Egg and the National Chicken
Cooking Contests and wil participate
and co-sponsor the Natlonal Sandwich
Idea Contest.

1965 Promotion Plans

A promotion program outlined by
Ted Elliott, director of marketing, and
Curtis Swanson, director of communica-
tions, includes:

® A January promotion emphasizing
the low calorie content and economy of
eggs. In-store materials, carton inserts
and leaflets offerigg the booklet, “Look
What You Can Do With Eggs."

® Recipes stressing economy and
low-calorie features to be stressed in
releases to 514 newspapers.

® Food retallers and distributors
will be on the receiving end of and ex-
panded mall and personal contact pro-
gram,

® Tie-ins will be highlighted during
National Egg Month, including full-
color ads in major consumer publica-
tions, and carton inserts and leaflet
pads will stress egg recipes.

® During March, meatless meals will
be fealured in point-of-sale materials,
radio scripts, newspaper ad mats, and
recorded radio messages.

® The “cool” qualities of eggs will
be stressed during summer months.

® During thn fall, tie-ins such as the
current Rath Packing Co. $100,000 pro-
motion on eggs and bacon, will be
planned.

® Retailers will receive mailings and
publicity in the trade papers and maga-
zines, and will be personally contacted.

® School lunch supervisors will be
alerted to the value of eggs and poultry
meat for the National School Lunch
program.

® Promotional kits detailing meal
planning information will be featured
by the National Restaurant Association
for jts 15,000 members.

It was reporied that 16 of the major
poultry breeders had agreed to partici-
pate in a new poultry breeder-hatchery
program and more are expected to do
s0 next year,

The PENB is opening a membership

drive to secure 300 new members next
year.

Egg Products Production

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing September was 35,178,000 pounds,
15 per cent larger than the September
1063 production, according ‘o the Crop
Reporting Board.

Liquid egg used for immediate con-
sumption totaled 4,673,000 pounds, up
18 per cent from September last year.
Quantities used for drying totaled
11,560,000 pounds, 34 per cent more than
the 8,624,000 pounds dried In Septem-
ber 1963, Liquid egg frozen totaled
18,945,000 pounds, 5 per cent more than
in September 1963,

Egg solids production during Septem-
ber totaled 2,886,000 pounds, an Increase
of 13 per cent over September last year.
Production of whole egg solids was
846,000 pounds as compared with 230,000
pounds in September last year. Al-
bumen solids totaled 805,000 pounds,
53 per cent more than the 526,000
pounds last September. Output of yolk
solids was 632,000 pounds, 20 per cent
less than the 782,000 pounds produced
in September 1063. Production of other
sollds was 503,000 pounds, 50 per cent
below  the production of 1,000,000
pounds produced in September 1963,

Ivoodle Advertising

A. Goodman & Sons of Long Island
City, New York will advertise noodles
on WCBS and WOR-TV during October,
November and December, Commercials
featuring the freshness of eggs used in
Goodman's noodles appear on the fol-
lowing programs: “Danny Kaye Show",
“The Defend2rs", “Slaitery's People”,
“The Perry Mason Show", “The
Nurses", “Living Doll", “Joey Bishop",
“The Martlan", “The Ed Sulllvan
Show", “I've Got a Becret”, “The Andy
Griffith Show” and "Humen Judgle".
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Finest Quality
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SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-2101 .

DOUGHBOY INDUSTRIES. INC.

SINCE 1856
NEW RICHMOND, WIS. .
Croftsmen In Plastics — Pockeging Machinary — Farm Fesds — Electronics — Printing

Quality Since 1856

Casseroles Prove Hot ltem

General Mills opened an entirely new
supermarket department with its in-
troduction of “high style” casserole
dishes, Bruce Atwater, marketing man-
ager of the company's Grocery Products
Division, told a meeting of the Twin
City chapter of the American Market-
ing Association. Atwater said the prod-
ucts have passed packaged potatoes In
sales and are approaching the level of
cake mixes. A

Long Range Plans

Tracing the long-range planning that
went into casserole development, At-
water sald it began with a company
decision In the late 1850's to diversify
into food areas other than flours and
cerenls. A start was made with pack-
aged mashed, au gratin and escalloped
potatoes.

Since au gratin and escalloped pota-
toes required dry sauce mixes, noodles
packed with a sauce seemed a logical
next product to tag along with the
potatoes. So Noodles Roman off was de-
veloped from a Betly Crocker Cook-
book recipe.

1n market tests launched in 1861,
Noodles Romanoff “took off like a scar-
ed goose, Atwater said. A year later
it was In national distribution. At this
point, General Mills planners began
thinking in terms of casseroles as @ dis-
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tinct producl group, apart from pota-
toes. The market was researched, pack-
ages designed, and advertising tailored
to new research finding.

Consumer response to the next intro-
ductions—Noodles Almondine, Noodles
Italiano and Macaroni and Cheddar —
established guidelines for rice casse-
roles, main dishes and a chill type
product, Mexi Casserole, now in test
market segment.

Atwater sald the casseroles, with
gourmet appeal andstop quality Ingred-
{ents requiring a premium price, filled
hitherto unoccupied market segment.

“We could have called our first effort
‘Noodles with Sour Cream Sauce' in-
stead of Noodles Romanoff," he added.
“But the result probably would have
been far different.”

Fried Rice-A-Roni

Golden Grain Macaroni Company has
announced the development of Fried
Rice-A-Roni with Almonds, a conveni-
ence food containing parboiled long-
grained rice, vermicelli, vegetables, o
Chinese-style chicken-flavored sauce,
and sliced almonds. Each six-ounce
package serves four to six people.

Gooch Conveiience Dinners

Gooch Food Vroducts Company of
Lincoln, Nebraska is offering four new

convenience dinners which they des-
cribe s follows: “Spaghetti with Meat
Sauce,” so complete it puts Italy on your
table; “Noodles Romanoff," continental
with a sophisticated flavor; “Macaroni
and Cheese,” luscious with a mild Ched-
dar cheese sauce; and “Chicken and
Egg Noodle Dumplings,” that has every-
thing Mother's did.

Consumers are offered a 50 cent re-
fund for mailing in three box tops from
any of the Martha Gooch Dinners.

The company s anlso offering to ex-
change Gooch Red Circle Stamps of-
fered on all Gooch products for any Na-
tional Brand Stamp 1o help consumers
fill their stamp books faster.

Potato Prices Climb

The potato crop was the smallest in
five years, ond consumers, who devour
an average of 102 pounds of potatoes
a year, will be faced with higher prices
in the supermarkets next spring, mer-
chants say.

U. 8. production in 1084 is expected
to drop to 245,800,000 hundredweights,
according to the Department of Agri-
culture, down 20,000,000 hundred-
welghts from last year, and 20,000,0n%
hundredweighits below anticipated not-
mnl needr.
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FCR PRODUCING MACARONI YOU NEED A MACHINE
for propuciNG (1L MACARON'
YOU NEED /B,
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AN DOTT. INGG. M., G. BRAIBANTI 4 C. S.p.A. MILANO LARGO TOSCANINI.1- TEL. 792393 780931

SOLE REPRESENTATIVES IN THE U5.A AND CANADA
LEHARA CORPORATION, 60 EAST 42 STREET, HIW YO
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1 I were a mathematician I would try
to work out a formula to prove that
the number of sales you make will de-
pend on the amount of knowledge you
have about your company.

I may not hit it on the nose, but I
bet I could come pretty close.

A salesman cannot expect to sell ef-
fectively if he does not know his com-
pany and his product. Such ignorance
can be compared to sailing a boat with-
out a rudder. Company and product
Information are at the very foundatlon
of good salesmanship.

At this point I want to head off some
of you doubting Thomases who might
say: “What about that fabulous sales-
man, Charlie Smith, who made a mil-
lion just selling on the strength of his
personality; or the great Jack Brown,
who could charm an order from a
sphinx?"

Not for a moment would I discount
personality and charm as selling aids.
They are fine attributes for a salesman,
but they are not enough.

The day when a salesman can get by
on affability alone is over—if it ever
exlsted. If you'll look a little deeper
into the legendary salesmen of the past,
you'll find they did a lot more than slap
backs. They knew their companies in-
side and out and used the information
tn moke sales.

Customer Wanis Facts

Todoy's customer wants facts about
your firm. The buyer must be able to
trust your advise and judgment based
on those facts. Competition is hot, and
the salesman who comes up with a half-
Lnaked presentation is inviting disaster.
The prospect is not buying charm and
wersonality; he is purchasing your prod-
uct on the basis of what he knows
about the producer.

The guy ahead of you may have
given the prospect a thorough picture
28 &
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SMOOTH

SELLING*

By George N. Kahn

GET ACQUAINTED WITH
YOUR COMPANY

This is No. 3 of 12 sales training articles.

of his company and its product and
services. You can expect the buyer to
compare your offer with that of your
competition.

As Les Ryson, sales manager for a
chemical company, tells his men: “Re-
member, that prospect has got a score-
card in his head. Whenever you make
your pitch, he is mentally adding up
your points to see how they stack up
with your competitor's.”

It's significant that Les' firm and
many others conduct indoctrination
courses to enable salesmen to hold their
own in this contest.

You would not think cf going un-
armed into battle. Why make yoursell
vulnerable to attack when it comes to
your bread and butter?

Knowledge Inspires Coafidence

Company knowledge plays a positive
part in selling. A buyer feels more con-
fidence in a salesman who demonstrates
that he is familiar with his coinpany's
product, policies, price discouits, or-
ganization, credit procedures, key' per-
sonnel and servicing practices. And a
good grasp of his firm's growth and de-
velopment will make the salesman in-
teresting as well as Informative. A
buyer llkes an Inspiring success story.

Your outfit may be a multi-million
dollar corporation with un A-1 repu-
tation. But to your prospect or cus-
tomer 500 or 1,000 miles from head-
quarters, your company is you,

Jerry Madison, a top producing power
equipment salesman, described to me
one of his first experiences with a tough
prospect.

“He began firing questions about my
firm that I couldn't answer,” Jerry re-
called. “I didn't get the order, but riore
sadly I realized that I was actually a
stranger to my own company, What
must thot prospect have thought of
me?”

Jerry resolved to correct this situa-
tlon at once. For one week hLe did not

make one call. He staved home and
read everything about his company and
the industry he could lay his hands on.
He even scoured the library for facts
his company was unable to furnish him.
He topped this effort off by asking for
and getting a complete tour of his
plant where he talked to virtually
everyone he met, including the workers
on the production line.

“That cram session cost me Income,
but I have more than made up for it
since,"” Jerry sald, “I was a new sales-
man and, believe me, the buyers recog-
nized it. I was a walking encyclopedia
about my firm."

Today Jerry is one of the biggest
earners in his fleld.

Facts Boost Sales Ego

Now, let's forget about the prospect
for a moment. I want to concentrate on
you. Factual information about your
company and product is bound tu in-
crease your confidence in yourself and
make you a better salesman. This con-
fidence sets up a chain reaction. You
feel keener and more enthused about
your job; your whole mental attitude
sparkles. All this will be reflected ih
the way you handle prospects—smooth-
ly and expertly,

It you know your outfit is well or-
ganized, progressive and reliable, you'll
feel better about working for it. A
salesman can't do his best for a com-
pany he knows little or nothing about.
It always gave me a good feeling to
know that my firm was financially
sound, well regarded and kept its word
with both its salesmen and customers.

In researching your company, you
will uncover a multitude of facts
which can be played up in the inter-
view. It will help if you keep a card
index for this information. This will
enable you to tailor your presentation
to individual prospects.

. -~ (Continued on page 30),
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Battery of 3 Stor-AVeyors with 24 Hr. dryer capacity — 3
Control Conveyors with dual discharge feeding 2 Packag-
ing Lines.

Note — Ceiling Mount allows free storage area under the
Stor-A-Veyors.

Verti-Lift Bucket Elevator picks up from the Noodle Dryer
and delivers to the pre-selected Stor-A-Veyor,

STOR-A-VEYOR FOR NOODLES

Mostaccioli

FRAGILE SPECIALTY ITEMS oo i

Of the many macaroni firms that have solved
Storage ond Handling with Stor-A-Veyor
are: American Beauty Macaroni Plants at
Dallas, Denver, Kansas City and Los An-
geles, Anthony Macaroni, Los Angeles; Ma-
jorette, Seattle; Skinner, Omaha; U.S. Maca-
roni, Spokane; Mueller, Jersey City and San
Glorgio Macaroni, Lebancn.

Latest installation: Jenny Lue, St. Poul.

Equipment
Engineering

1830 W. OLYMPIC BOULEVARD DU 8.8091
LOS ANGELES 8, CALIFORNIA
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Get Acquainted With
Your Company—
(Continued from page 28)

Belling the Company:First
A $2,000,000 a year life insurance
snlesman follows one  main - maxim:
Sell the company first and then the
policy. 1
This man, Ralph Broom, explained to
me: "1 figure my firm is like the lead-

off man on a baseball tearn. He's sup-,

posed to get on base so he can be driv-
en home. If I get my prospect warmed
up to the company, then I can drive the
sale home.” : :

What should you know about your
company? Experipnced and successful
salesmen I've discussed this matter with
put these items at the top of their
list:

1. History and development.

2. Size, including branches, divisions
and other holdings or subsidiaries.

3. Financial structure, This comes up.

often in interviews. The buyet'wants to
know he's dealing with a soynd: firm.

4, Reputation, If you can truthfully
boast about your company’s reputation,
you've got a fine selling point.

5. Everything about the producl.,‘;_, firm." A, satisfled- customer is the com-

starting with the raw material.

6. Company's distribution” nyulem.. .

Your firm's outlets should be ingrifned
in your mind.

7, Credit policles. Be sure you're
right on this or you can be in hot wa-
ter with both the customer and your
boss. S

8. Handling of orders. The salesman

#,‘ should know how the order s process!
ed, routed, etc. He should also find out*

who at the plant is responsible for the
processing, amount of inventory and the
billing system.

Information Sources

This kind of data is available to the
salesman from several sources. They
include sales tralning programs, sales
conferences, plant tours, promotional
literature, financial reports, employee
publications, brochures, sales kits and
manuals.

And don't forget the best source of
all—the people in your company. Ask
questions whenever you need informa-
tlon. Somebody around your outfit will
have the answer.

1 know one salesman, Wilt Maran,
who has a special notebook for jotting
down queries about his firm. When he
is st headquarters, he finds the expert
on a particular matter and shools away
until he has picked the man’s brain
clean,

Plant tours, guided or unguided, are
a must for the man who wants to build
up his product and company knowl-
edge. If your company conducts such
tours, by all me%takc advantage of
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them. If not, take one on your own.
You'll ind that production supervisors,
office personnel, top management itself
will be glad to explain their operations
to you.

An enstern sales manager compels
his men to visit the factory at least
twice a year. The trip is then discussed
at a subsequent ‘sales meeling attended
by the heads of other depariments.

Your company's annual financial re-

~port is easlily available and will take
only an hour of your time to read and
digest it.

It lists the board of directors, other
officers, sales and profits, expansion

" programs, new facilitles, product im-
provements, new products, employee
relations, marketing operatlons, cost of

. goods sold and administrative and gen-
‘eral expenses. All this is fuel for your
sales talk.

If you're just breaking in with a
& ru, ask old customers what they think
o' it. Chances are that you'll get a

. fiuck of endorsements that you can use
"t profitably  with_ prospects.” After all, a
! company -that holds a customer for ten
or twenty years must have something
. o, recommend’ it.’ I always. found my
‘regular. customers- eager -to plug the

‘pany's best’advertisement,
Harvey'Willis, an internal communi-

{ 1 catlons ‘system salesman, collects these

“.endorsements into:a' scrapbook which
he.takes with him on his calls. He sim-
ply usks the customer to write him a
letter telling why he buys from - his
outfit. The letter-filled scrapbook has
won plenty of orders ‘for Harvey. If
you sell a good product for a good firm,

“why not make the most of these plus

“points.”

What'I tried to do here was o open

your eyes to sales aids which you

might be neglecting. Here is a self-sur-
vey to find out if you do know your
company and are using the information
to help you make sales. If you can ans-
wer “yes” o' nine or more questions,
you're moving -toward success.

*Have You Met Your Company?
Yes No
1. Do you really read com-
pany literature, manuals
given you? i.icieerinnse —  —
2, If a prospect stumps you
with a question about
your firm, do you do any-
anything about it? ..... — —
3. Are you Interested In
the operation of other

departments? ,....00000 Suaheaisd

4, Have you ever visited

the production line at

your company? ..eeeeve — —=
§. Could you this minule

describe your firm's dis-

tribution system? ...... — —

8. Do you have a preily

good idea of your out-

fit's financial structure?. — _
7. Can you honestly tell a

prospect how his order

will be handled? ...o0v0 — —
8. Do you know your firm's

inventory on products .

yousell? covivnrieriarins =— —
9. Do you feel cusiomers .

have confidence in you?! — —
10. Do you keep a file on

company data? ...ieeeee s — —
11. Do you worry about not

having enough knowl-

edge about your irm?... — —
12. Do you know the actual

size of your company?.. — —

(Copyright 1984—George N. Kahn)

REPRINTS FOR
YOUR SALESMEN

Many sales and management
executives are ordering reprints
of this serles of articles for dis-
tribution to their salesmen. These
will be attractively réproduced
in a 4 page format, three hole
punched to fit a standard (8% x
11) binder—each reprint will in-
clude the self-evaluation qulz.

When ordering reprints of the
various articles of this serles, ad-
dress orders to the George N.
Kakn Company, Marketing Con-
sultants, Sales Training Divislon

—8ervice Department,’ Empire
State Building, New.York, N.Y.
10001, i =

Prices arei ' 3

1-9 copies (of ea. art) 60¢ ea.
10-49 coples (of ea. art) 3TV ¢ ea.
50-99 coples (of ea. art.) 30¢ ea.
100 or more (of ea. art.) 25¢ ea.

You may pre-order the entire
serles, or it you wish, individual
articles. Each article In the series
is numbered. Please specify your
wishes by number.

No. . 1 Tae Balesman is a V.LP.

No. 2 Are You & Salesman?

No. 3 Get Acquainted With
Your Company

No. 4 You're On Biage

No. § Tou Can't Fire Without
Ammunition

No. 8 You Are a Goodwill Bales-
man, Too g

No. 7 Closing the Sale-

No. 8 How to Set Up an Inter-
viaw Gy

No. 9 Resting Betwean Rounds

No. 10 The Competition

No, 11 Taking a Risk

No. 12 Playing The Short Game

When ordering; please, -mention

the name of this publication,
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The basic problem of packaging long
goods automatically centers around the
foct that long strands of macaronl and
spaghetti are fragile and not uniform.

Packaging engineers around the
world have struggled with this prob-
lom for some time, Those at the firm
ol Fr. Heaser at Stuttgart-Bad Canstait
in Germany claim to have found suc-
cess in 1057,

By using a regular beam scale, and
after succeeding in providing an ap-

Continuoutly Operating
Packeging
Machine
with two
electronic
fillers.

propriate feeding arrangement, the
long strands of macaroni products were
welghed with satisfactory accuracy.

Initially, operating at a speed of up
to forty weighings per minute was con-
sidered good, compared with the dif-
ficulties which had to be overcome. But
because this lagged behind the operat-
ing speeds which were commonplace in
the packaging of other food products,
machinery people had pressure put
upon them to improve and accelerate
the sequence of operation and to in-
crease the accuracies of welghts. They
worked in close cooperation with mac-
aroni manufacturers, directing all ef-
forts to handling the fragile products
very carefully so as to limit the break-
age of the long strands ‘P a minimum,

The method develapid by Hesser has
bee  Alagrammed In the adjoining il-
lustratio:n. After the spaghettl or maca-
roni are cut to thelr proper length for
packaging, they are carefully fed to a
welgher via only one chute. Accuracy
in weights is obtained by first separat-
ing.a given quantity of the product
which is discharged into one of the
weighing buckets located on a wheel.
The welghing buckets contain a quan-
tity of pm—meu% long goods, the
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Automating Long Goods Packaging

welght of which is always a few grams
below the nominal weight. The product
has been fed to an electronic weigher
which is installed in such a way that
the weighing results cannot be influ-
enced by the vibration of the machine.
Once the major quantity has been

gathered by the weigher, it slgnals a
control system which causes the addi-
tion of the strands that are still lack-
ing to the nominal weight to dribble
down the feed chute,

In pockaging other food products,
special riforts are frequently made to
increase the operating speed of the fill-
ing equipment to maximize the utiliza-

tion of the packaging parts. Up till now, E—

B0 to 85 carton packages could be made
per minute on-an intermittent motion
machine In order to obtain higher
speeds for the packaging in set up
carions, a new continuous motion ma-
chine was developed equipped with
two electronic filling machines oper-
ating up to a maximum speed of 180
packages per minute,

(Continued on page 34)

Schemotic Diegram of Weigher

A. Chimney feed for long strands.

B. Vibrator,

C, Gross Feed Chute.

D. Gross Feed Chamber,

E. Dribble Feed Chute.

F. Weighing Bucket,

G. Weigher, supported free from viration,
N
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OUR BEST WISHES
FOR A
HAPPY HOLIDAY SEASON
AND A
PROSPEROUS NEW YEAR

V. JAS. BENINCASA
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JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

Consulting and Am{yﬁul Chemists, specializing

in all matters involving the examination, produc-

tion and labeling of Macaroni, Noodle and Egé
Products.

1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs, Yolks and
Egg Noodles.

3—Semolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.
Microscoplc Analyses.

5_SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
New York 7, N.Y.

FOOD FOR THOUGHT

MNational Macaroni
Manufacturers Association
Winter Meeting Theme

Hotel Diplomat,
Hollywood, Fla.

Jan, 25-28, 1965

Idea
Capsules
on . . .
Maonagement
Marketing
Promotion
Rescarch

Trade
Practices

Profit
Strategy

Plan to Atfend!

Diggmuk, 1964
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! Long Goods Packaging—
{Continued from page 32)

A schematie diagram shows the op-
eration of the packaging machine tak-
ing cartons from the stack. In spite of
the conslderably increased operating
‘ speed, only one person Is required for
altending the complete equipment. An
electronic welgher of the same {ype is
used In a machine designed to wrap
long goods in flexible film.

B

Schematic Diagram of Filler
\ (1) Drawing of filler Hessotran-NT; 2)
: Folded cartons opened on delivery to trans-
port bucket conveyor. We hed merchandise
inserted into carton; (3) Tuck flops folded;
(4) Closing glued end flaps; (5) Finlshed
package.

On the flexible film machine the
wrapping material is fed from a reel
and if pre-printed is cut off by a phote-

i electric eye control in order to make

sure that the print is always on the
correct area of the package. After the
cut-off is folded around the accurately
.welghed quantities of the long goods,
the long seam ls sealed, and then the
face closures are formed. Off-welght
packages are discharged by a slide.

Besides handllng cellulose film the
machine can be arranged to use other
packaging materials that are heat-
sealed. The operating speed for this
type of package is up to 70 per minute
with only one person required in at-
tendance.

————

Consumer Research
. What do supermarket customers like
—what do they want? Consumer re-
search will tell.
Mr. Alvin Griesedieck, Jr., vice-
i president, marketing, Falstafl Brewing
Corporation, St. Louis, said recently
that the need to reestablish closer and
more meaningful customers relation-
- ships must be a major objective for
every operator—big or small.

Though large chains and trade asso-
clotions are constantly engaged in the
\ business of finding out, “this has not
been true of the smaller chains or inde-
pendent supermarkets.”

He sald to build the all-important
volume, the supermarket must attract
additional customers, and above all
else, keep the customers it now has in
a happy frame of mind about it.

i “Faced with this important problem,
{ why has consumer research recelved so
| little attention?”

Mr. Griesedieck, pointed lo iwo of
many reasons:

I | 1. Operators of small chains and in-
dependents have felt customer re-

-
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search is always for the next guy
and not for him.

2. They think research has too big a
price tag.

He sald that a “do it yourself" re-
search program was devised by Falstafl
that:

1. Enables the individual operator to

find his customers' preferences;

2. Gives the operator a reasonably
clear picture of his customers’
wants and needs, and

3, Does so at a minimal cost.

The operator is provided with a mas-
ter list of tested questions from which
he selects those in which he is most
interested. The supermarket has the
individual questlonnaire economically
printed and then puts it in the cus-
tomer’s bag at checkout. The customer
fills in the answers and mails them for
tabulation and analysis.

He said the “do-it-yourself" research
really works and that in one instance it
led to serious reexamination of an im-
portant department in one chain opera-
tion. In another, it led toa reconsidera-
tion of its trading stamp prograin, ad-
vertising and prepackaged produce.

Hayssen on West Coast

The Hayssen Manufacturing Com-
pany has opened a new office in Port-
land, Oregon, to handle direct sales
of their line of automatic packaging
machines, Loyd Johnson will head-up
the new office located at 4684 8.W, 103rd
Avenue in Beaverton, Oregon. He will
cover the states of Washington, Oregon
and Idaho. Johnson has represented
Hayssen for many years at their San
Francisco Office.

Stephen A. Deutsch was recently ap-
pointed District Manager of Hayssen's
West Coast sales organization, with
headquarters in San Francisco. Deutsch
has been with Hayssen a year and a
half. He formerly was in sales with
Container Corporation, Milprint and
Standard Packaging.

Hayssen now has three sales offices
on the West Coast; located in Portland,
San Franclsco and Los Angeles.

Obituary

George J. Willlams passed away sud-
denly at his home in Toronto, Canada,
on October 21,

He was the son of James T. Willlams,
Sr,, founder of the Creamette Com-
pany. The deceased had been associ-
ated with the Creamette Company of
Canada Limited since his return from
the U.S. Navy in 1046, and at the time
of his death was vice president.

He is survived by his wife Joan
and four children; brothers, James T,
Jr., Robert H., Lawrence D. and sister,
Margaret Linstroth,

40N,
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John Swan

Promotion Announced

Rossotti  Lithograph  Corporation,
packaging producers: with national
headquarters at North Bergen, New
Jersey announced another in a series of
executive appointments recently. John
Swan, sales manager of tl.e upstate
New York division has recently been
named Division Manager, Northeastern
Division. This takes in all of the New
England territory and part of the Mid-
dle Atlantic.

Mr. Swan has been with Rossotti for
18 yeas and is regarded by his asso-
clates and his accounts, as well, as a
creative, marketing-wise packaging
man. He has had training in depth
on packaging, packaging equipment,
graphles, printing processes, marketing
and merchandising. Hjs schooling In-
cludes courses at the Newark College
of Engineering, Newark, New Jersey
and graduation from Seton Hall Uni-
versity, of South Orange, New Jersey.
In the Second World War he served
with the 14th Air Force as navigator,
B24 Bombardment Group in the China-
Burma-India theater. Swan concluded
combat missions with the Tth Air Force
from Okinawa bombing Japan. His war
service encompassed three years.

Mr. Swan is married and resides with
his wife, the former Bernlce Saylor, in
Pittsford, New York.

Rossott] {s well known nationally as
a leader In the manufacturing of crea-
tive packaging for the food Industry.

Buitoni Campaign

Buitoni Foods Corp. of South Hack-
ensack has launched an advertising
campaign In New York, Boston, Phila-
delphia, Providence, New Haven and
Hartford areas.’ Promotion Includes
one-minute commercials on three New
York television stations, radio and bus
ads.

e

1 L

T_mz MACARONI Joui e

IR T A B rr R T

hgt'; ‘why. efpgrlancéd'; ADM"
scout the Golden Triangle from
\gtime 'til “harvest. . Roaming the
astarn Dakotas and western Minnesota,
k soll; seed, and weather to -
Ust where' the' durum wlll stand
trong and stralght—heayy with the finest

Worder ., bag ¢
te.from ADM.

¥.

'}DURW
K" I




‘ !,fk‘

ou are in competent hands---

DEMACO
DIRECT CANNING SPREADER

Only Demaco’s direct canning spreader offers
you the unique advantages of a spreader with an
accurate measuring system plus direct feed into
cans. All originoted, engineered and manufac-
tured by the same company. This results in un-
equaled fexibility and provides the greatest pos-
sible degree of freedom for the operator and the
process planner.

If you are planning to con spaghetti and want
this investmen? to pay back full dividends—come
see the Demaco direct canning spreader. Maoke
sure the press you choose offers all the important
features that Demaco offers you,

W:ite in for 16mm film showing the Demaco can
spreader in actual operation,

THE MACARONI INDU%!

DEMACO
2 HEAD SHORT CUT PRESS

The new Demaca Short Cut Press with two ex-
trusion heads assembled in one compact unit will
produce over 2000 pounds per hour of short cuts.
Here the accent is on quality, production with
slow, slow extrusion over two dies. Bafore you
buy, investigate the many outstonding features
offered by Demaco. This new Demaco 2000
pound per hour press is planned for tomorrow’s
needs, today, This is the key to better produc-
tion copacity meeded today., Over the past 20
years, the cutstanding performance of the 1000
Ib. Demaco short cut presses have proved their
value in longest service ond lowest operating
costs, Demaco’s 2000 pound per hour press haos
even higher standards of quolity and still lower
maintenance costs. For more information write
or call De Francisci Machine Corporation.

KY'S HELPING HAND...

Tue MACARONI JOURNAL
SRR S

oA b EiirEitis Sl N1

with WDEMACO

DEMACO
LONG GOODS
CONTINUOUS LINE

Compare Demaco’s Automatic Long Goods Con-
tinuous Line with all others. Compare dependa-
bility . . . day in and dnr out guaranteed dryin
of all spaghetti, perciatelli, bucatini, spaghettini,
vermicelli, co elnnl, linguine and linguine fine.
Compare Snnrlntlon—Acun throughout the en-
tire dryer for vacuum cleaning or washing down.
Compare Quolity — all components are from
America’s top monufacturers as Taylor, Moore
& Honeywell Instrumentations, U.S. Motors, Tor-
rington fans, Allen Bradley Controls, Link Belt.
Service — 24 hour daily production at 1500 Ibs.
per hour. Trained Demaco field engineers in-
struct your employees, Installation — eas instal-
lation as dryer is completely erected at plant and
then numbered for knock down, making easy
erection.

Come see how the entire 24 hour dally Jm:due-
tion, a total of 36,000 Ibs. can be packed in less
than 8 hours.

DeFRANCISCI MACHINE GO

Brooklyn, New York 11237

DeceMukk, 1964

RPORATION

equipment !

DEMACO
4 STICK SPREADER

Demaco’s new 4 stick spreader with a produc-
tion of 1500 Ibs. per hour or up to 2000 Ibs. per
hour. The spreader that is designed with two (2)
extrusion heads and two (2) sets of connecting
tubes, producing highest quality ot a slow ex-
trusion rate,

The spreader that takes the same floor space as
the 1000 Ib. press and has the “'trade opproved"
Demaco single mixer extrusion press with the
completely vacuumized mixer.

Demaco's 4 stick spreader is now operating in
many plants and a personal inspection can be ar-
ranged for you to see the press in actual operation,

46-45 Metropolitan Ave.
Paone: EYeroraas §-9880

.
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WAY BACK

WHEN

CLASSIFIED
ADVERTISING RATES

Display Advartising ...Rates on Applicstion

Want AdS ..o 75 Conts par line

40 Years Ago
® The clamor against color was cli-
maxed by the editorial, “Camouflaged
macaroni must go” A referendum was
being held to line up support for the
sponsors of a bill outlawing “added

discussions of the semolina-egg-con-
tainer situntion; availability of machin-
ery and other equipment; new govern-
ment regulations; and posiwar plan-
ning.

e James J. Winston read a paper on

INTERESTED in purchasing surplus e uip-
ment in macaroni/noodle plants. Box 217,
Macaroni Journal, Palatine, 11l

WANTED—Used egg doser ond metal macc-
roni storoge truck bins. Box 218, Macarcri
Journal, Palatine, Il

TR W BT P S T

office holders.” In short, the Chamber
feels that the proposed law is revolu-
tionary.

30 Years Ago

because of rust losses. The Minneapolis
Tribune reported that varieties of du-
rum resistant to 15-B stem rust might
be in the cards for 1856.

® Sales Management Magazine report-
ed that diets or no diets, macaroni had

color” in the coming session of Con- animproved method of determining egg INDEX T 0

gress. solids in egg noodles before the Asso- ADVERT ISER S

* Export data released by the Depart- :’1&“0" of Official Agricultural Chem- -

ment of Commerce showed 7,159,860 sla.

p::ndu of Am:rican' magg pﬁuct: ¢ In California, sales to new owners Amber Millng Division el e !

going overseas in 1023. Best customer were made of the Santa Rosa Macaroni Ambratte Machinery Corporation ......20-21

was the British Isles with the West Company and the Florence Macaroni ADMD Dep s

Indies second. Company. Aseeco Corporotion _.ocmrecercrmnee 29

e To blanch or not to blanch was a ; Jack Pg” w“r; Eslfo"::egr;gl:hle lé““" Benincase, V. Jos. o 33

" " ; ency of Groce cts Com-

’ir;;!;:il:m ::ng::lfr:f&esfvg];m: r?t;?; pany, while Frank P, Viviano was elect- Epcihone & m::“' e ridien “.::

that rinsing in cold water after boiling ed president of V. Viviano and Brothers Bl SO, T8 et omene ——

would ruin a product's flavor. Others Macaroni Manufacturing Company of Clermont Machine Company, Inc. ... 17 -—

said it was unnecessary if top quality St. Louis. DeFroncisci Mechine Corperstion ... 36-37 s
: semolina were used, ;D;l,:r;tn g::mltﬂmn:cta;:ti :uie;n:m :l;; Doughboy Industries, Inc cooooeeeeeee 25 =

e In opposing a proposed child labor ¥ General Mills, In€, .o A0 — i
] ¢ law, the Chamb:r of snmmerce of :"';nf“'e““‘m to retire from that posl- | L, | Milling Company 7 E \\ "‘3{
£, Dl e T B :
’ serum of socialism in its most fatal 10 Years Ago Malderl & Sons, Incs D oo 15 S - 3
o form. It would add to taxation, now ~ Senator Milton R. Young of North  National Macareni Mirs. Assn. ........... 33 i
l over-heavy, and turn loose throughout P"""‘“ reco‘mr;m:;]de«li thntfncreaze 8- Ngational Tubsrculosis Assn, . 16

e untey an added hoard of prying lotment controls be litted from duru oy, poyote Ml & Elavator .......... 31

Peavay Company Flour Milks ................
Rossotti Lithogreph Corporation ..
Triangle Package Machinery Co.
U. S. Printing & Lithograph ... 39

4 e Evaluation of operations under the
I Macaroni Code Authority were taking
i place. Two noodle firms lost the use of

e

chalked up a $16,000,000 sales galn.
o National Macaroni Week got televi-

cent or More of Total Amount of Bonds,
Morigages or Other Securities (If there are
none, so slale): None

ane,
y.7 the Blue Eagle for vlolations of the sion coverage ranging from Garfleld The two preceding paragraphs Include, In i
J&  code. Goose to Jackie Gleason. cases where the stockholder of securily holder {

® The U.S. District Court for the Dis- n
trict of Delaware upheld macaronl Ich trustes internents 1
standards in the long pending case of kn'ou!rl’g mm{ll:t :hnnl.'u Lg'a. uméx'.n"'“

[ ce:
the United States versus Buitonl 20% 2‘&3{: Aﬂf‘ﬂ'ﬂ“a‘ﬂ :%hﬁi '."’S.“E:".‘.’“?.‘&i
Protein Spaghetti. Lioaks

o Complaints came in on the claim of
the Southern Rice Millers, which said:
| “A nickel's worth of rice is the best
f culoric foed value that can be pur-
chased.” The book by Dr, J. C. LeClerc
on “Macaroni Products” showed maca-

of the com; as trus&u. h tock
and securilies in p-mc‘;x?auuy other \?\En.thm

SR

Wl

roni richer then rice in three essential
elements of nutrition, In calcium, two
and a half times; phosphorus, 40%
higher; and iron, 30% better. In the
U.S. Department of Agriculture Bulle-
tin No. 1383 “Food Values and Body
Needs,” a pound of rice was reported
{o supply about 1500 calories of en-
ergy, while macaroni supplied 1625.
This was good?

e Census data was released showing
a mortality of 57 macaroni plants be-
tween 1928 and 1033, But the 206 doing
business in 1903 had more wage earners
than four years before,

Statement of Ownership

STATEMENT OF OWNERSHIP, MANAGE-
MENT AND CIRCULATION (Act of October
23, 1962; Section 4389, Title 39, United States
CodgtL of the Macaronl Journal, published
mon ly at Appleton, Wisconsin, as of Oc-

ber 1, X

Location of known office of publication: 118
N. Mason Street, Arplﬂnn Outagamie Coun-
ty, Wisconsin 84913, Locallon ol the head
quariers or business offices of the
ublishers: 139 N. Ashland Ave. (P.0, Box
). Palatine, 1l1l. 60087.

Name and Address of Publisher, Editor, and
Managing Editor: Robert M. Green 139 N.
Ashland Ave. (P.O, Box 338), Palaline, IiL

Owner (If owned by a corporation, Its name
and address must be stated and also Immedi-
ately thereunder the names and addresses of
stockholders owning or holding 1 percent or
mare of total amount of stock, If not owned
)y a corporation, the names and addresses of
the individual owners must be given, If owned

rests
equivalent 1o 1
amount of the s
lishing corporation.

Average number of cogln each lssue dm—lng
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ptember 1064)1 Total coples printed (Net
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news dealers, or otherwise, 0; distribu-

rinted (Net Press
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delivery or by other means, D08, (2)
througl -r‘-nu. news dealers, or otherwise,
0; Free distribution (including samples) {’1".

mail, carrier delivery, or by other means,
£ ‘Copies distributed,
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r May this holiday season
bring joy to you and your
loved ones and may the n
year bring you health,
happiness and success.
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We told 71,000 grocers that macaroni is [ o TR L S S T
the one item that returns 655% extra profit
in related sales. Here's the ad from Pro-

gressive Grocer, October, '64. h
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We displayed 47 brands of Macaroni products in the General Mills main
office during October.
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We sent out 281,417 pieces of mail from General Mills, carrying the **Support
National Macaroni Week" over-stamp. And sent an award of one share of
General Mills Stock for the closest guess in our contest for customers. Henry
D. Rossi, Sr. is the winner,
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Earom s We also continued to supply the highest quality Durum products for the

. theves, a0 o
Kl B e T macaroni industry.
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GENERAL MILLS DURUM SALES wmw.




